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Section 1: Comparing two research methodologies 


Research Problem 

Social media influencer endorsement has been a widely researched topic 
in the past. The present study will evaluate how advertising influencer 
endorsements impact source credibility and consumer purchase intention 
on social media. There are some gaps in this topic which need to be filled. 
There are different industries and sectors on which the impact of 
endorsements of social media influencers has been evaluated. For 
example, there have been studies in which Trivedi and Sama (2020) 
conducted survey analysis with a sample size of 438 respondents and 
recommended that social media influencer endorsements can be used by 
marketers whole endorsing electrical products. Some of these studies are 
related to the fashion industry (Schivinski et a/., 2022; Piehler et a/., 2022; 
Jansom and Pongsakornrungsilp, 2021). It means that different industries 
have been targeted for the research. There are specific beauty products 
like hair care products which are also being endorsed on social media, but 
these products are not well researched. It is important to have these 
products to be considered in the present study. 


1.1. Selected Key Readings 

Past studies have clearly differentiated between celebrities and 
influencers as social media endorsers (Zhu, Kim and Choi, 2022). For 
example, a celebrity is one who has gained wide recognition in their field 
and holds many offline or online followers (Khamis, Ang and Welling, 
2017; Packer et a/., 2022). They have the power to foster the source 
credibility due to the high identification of these celebrities in the market 
(Kim, Song and Jang, 2021; Schouten, Janssen and Verspaget, 2020). 
Celebrities mostly operate on traditional advertising platforms to influence 
consumers on channels like TV, commercial ads, etc. (Schouten, Janssen 
and Verspaget, 2020). Contrary to this, social media influencers can also 
be very influential. They hold a presence on the social media platforms 
like Facebook and Instagram (Arora et a/., 2019). They are largely absent 
on traditional marketing platforms, which helps to differentiate them from 


celebrities (Zhu, Kim and Choi, 2022). These studies help to differentiate 
the two types of endorsers and identify why the influencer endorsement 
has been chosen. For example, according to Zhu, Kim and Choi (2022), as 
influencers have less follower base compared to celebrities, their 
credibility of these influencers can sometimes be questioned. 


There have been many studies in the literature which discuss social media 
influencer endorsements and their impact on consumers. Some studies 
explain how influencers can also be useful resources for social media 
brands. Social media influencers tend to have regular interactions with 
their followers on a long-term basis which is why they also have a strong 
influence on the audience (Jin, Muqaddam and Ryu, 2019). Past studies 
have indicated that this can be the reason why social media-endorsed 
messages are considered to be credible by the followers (Kim, Song and 
Jang, 2021; Ki and Kim, 2019). Source credibility has been considered a 
very important factor that can impact the effectiveness of social media 
influencer endorsements (Leite and Baptista, 2022; Janssen, Schouten and 
Croes, 2022; Hernando and Martin-De Hoyos, 2022). 


Some studies have shown influencer endorsement’s positive impact on 
purchase intention (Weismueller et al., 2020; Sriram, Namitha and 
Kamath, 2021; Kurdi et al., 2022; Trivedi and Sama, 2020). Some of these 
studies are related to the fashion industry (Schivinski et al., 2022; Piehler 
et al., 2022; Jansom and Pongsakornrungsilp, 2021). These studies help in 
identifying the need for influencer endorsement for different brands. 
There have not been recent studies found on how advertising influencer 
endorsements impact source credibility and consumer purchase intention 
on social media while taking generation Z of the UK under consideration. 
Specifically, such a relationship has not been tested in the case of hair- 
related products. The theories have also been used to explain the impact 
of such social media marketing strategies on consumer behaviour. The 
theories which have been used in this context are the theory of planned 
behaviour (Ajzen, 1991), reasoned action (Fishbein and Ajzen, 2011), and 
the persuasive knowledge (Nelson, Wood and Paek, 2009). 


1.2. Two Appropriate Research Methods 

The two appropriate research methods that are applied to evaluate social 
media influencer advertising will be analysed in this section. These 
methods have been selected in past studies based on the best-suited 
research design in the given context. 


The research strategies that are applied to the social media 


influencer endorsements 


It has already been discussed that some studies in the past literature have 
established the relationship between credibility and social media 
influencers (Leite and Baptista, 2022; Janssen, Schouten and Croes, 2022; 
Hernando and Martin-De Hoyos, 2022). On the other hand, some studies 
have discussed the relationship between social media influencer usage 
with the intention to purchase the brand (Weismueller et al., 2020; Sriram, 
Namitha and Kamath, 2021; Kurdi et al., 2022; Trivedi and Sama, 2020). 
These studies are divided into using two major methods. One method is 
the survey design which also includes experimental design or simple 
online surveys. Most studies in the past have used the questionnaire 
survey design to evaluate the effectiveness of influencer endorsements 
(Jansom and Pongsakornrungsilp, 2021; Hernando and Martin-De Hoyos, 
2022; Ki and Kim, 2019; Kurdi et al., 2022). 


On the other hand, semi-structured interviews are also used in some 
studies, which include managers, influencers, and customers, to find what 
they perceive about influencer endorsements (Wellman et a/., 2020; Majid 
et al., 2019). These two methods can be carefully evaluated in the present 


discussion. 
Quantitative methods 


The survey questionnaire method has been used in past studies at major. 
Leite and Baptista (2022) also used 433 participants who examined the 
same relationship on Instagram. While all these studies have proved that 
there is a link that has been established between social media influence 
endorsements and purchase intention, there were significant gaps in the 


study. For example, the studies did not have any in-depth explanation of 
what are the factors that add to the credibility of the endorser and why 
they follow certain endorsers on the social media platform. Jansom and 
Pongsakornrungsilp (2021) argued that interviews could be used by the 
researchers to get more detail about the topic. This can be considered one 
major limitation of quantitative studies. For example, according to Bryman 
and Bell (2015), surveys can be effective, but they can lack in-depth detail 
related to the research topic. Also, the sample size of the studies was not 
more than 603, which is why the results can not be generalized for each 
population around the world. Future research can use a bigger sample 
size from several countries so that cross-country differences in the 


research can be evaluated and the results can be more generalized. 


Besides, there has been a lack of online surveys. Very limited studies 
collected data from an online survey. For example, Weismueller et al. 
(2020) collected data with the help of an online questionnaire to collect 
the sample size. This method can help in increasing the scope of the study 
by expanding the region from where the data is being collected at less 
cost (Steber, 2016). This is the reason why online surveys should be 


conducted in future research. 


Based on the analysis, there are many pros associated with the survey 
design. For example, having a questionnaire survey will help in providing 
more measurement validity and reliability (Bordens and Abbott, 2002). A 
larger sample size will help to make results more generalized (Bryman 
and Bell, 2015). The online survey will also assist in increasing the scope 
of research. On the other hand, the cons of research include a lack of in- 
depth explanations (Bryman and Bell, 2015). 


Within the quantitative method, the experimental design can differ from 
the questionnaire survey as it can include experiments between the 
groups to evaluate changes in the outcomes (Bryman and Bell, 2015). The 
past studies used experimental design to evaluate the impact of 
influencer endorsement on credibility and purchase intention. These 


experiments were mostly based on Instagram (Janssen, Schouten and 
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Croes, 2022; Jin, Muqaddam and Ryu, 2019) and avoided other major 
platforms. Very limited studies have been conducted on platforms like 
Twitter (Kim, Song and Jang, 2021). TikTok, Pinterest, and other social 
media platforms have been largely neglected, which is why these 
platforms should be included in future studies. 


The pro of this method is that the experimental designs have been useful 
in evaluating the link between the credibility of the endorser and the 
social identification of the endorser on social media, which can impact 
consumers (Janssen, Schouten and Croes, 2022). The studies used large 
sample sizes to validate findings. Janssen, Schouten and Croes (2022) 
have taken data from 432 Dutch Instagram users by conducting the 
experiment. There were two groups formed in this experiment which 
helped in understanding that the group that has been exposed to more 
followers for an influencer showed more trust towards the product. 
However, this study was only applicable to the food industry and used 
Dutch consumers. The results might have been different for any other 
industry. The study has also been implemented on the Instagram 
platform. Another experiment was conducted by Jin, Muqaddam and Ryu 
(2019), which also based on the Instagram endorsement to find a similar 
relationship. The sample was comparatively small and only included 104 
subjects. 


Another benefit is that this method can include full control over variables, 
and statistical analysis can be used to evaluate the findings with more 
valid results (Arceneaux, 2010). On the other hand, the drawback of this 
type of method is that it can be complex, and a larger sample size can not 
be used in it (Arceneaux, 2010). More groups can be used to provide more 
generalized results to avoid these limitations. Since the experimental 
design can be complex, this method will not be used for the analysis in 
the present study. 


Qualitative methods 


Qualitative methods have also been applied in past studies, which include 
the interview design so that social media influencer advertising can be 
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evaluated. For example, semi-structured interviews are also used in some 
studies, which include managers, influencers, and customers, to find what 
they perceive about influencer endorsements (Wellman et a/., 2020; Majid 
et al., 2019). These interview methods can be carefully evaluated to 
understand that what are the gaps in the studies. Firstly, it can be said 
that the major limitation of the qualitative method and semi-structured 
interviews is that there is a very less sample size which can help in the 
generalization of the findings that are presented. For example, the study 
by Wellman et al. (2020) only used 20 semi-structured interviews, while 
Majid et al (2019) conducted 25 interviews. This sample size is very small 
to generalize the findings of the study to a larger set of population. 


The length of the interviews was approximately 20 minutes which is also 
comparatively less to have a quality in-depth evaluation of a given topic. 
For example, Patton (2000) argued that approximately 30 minutes of the 
interview could be required, which can help in giving in-depth information 
on a given topic. Patton (2000) also indicated that interviews are the best 
ways in which in-depth quality information can be obtained related to a 
research topic. This means that the interview method, which has been 
used in the past, has also been very effective. Jansom and 
Pongsakornrungsilp (2021) used the survey design in the research but 
argued that interviews could be used by the researchers to get more 
detail about the topic as quantitative studies fail to get such in-depth 


information. 


In terms of procedure, face-to-face semi-structured interviews were 
conducted. Online interviews could also be conducted, which could help in 
saving the time and cost associated with the data collection. Salmons 
(2011) argued that there are many new platforms that can help in 
conducting online interviews with people who are at a very long distance 
from the researcher. 


The data collected from the interview can be evaluated with the help of 
the coding method or grounded theory method, which helps in dividing 
the data into the group to make it easy to evaluate. Also, theories can be 


used to support the data findings. There are many ways in which the past 
literature has majorly discussed the impact of social media influencer 
endorsements on consumer behaviour. Theories like the theory of planned 
behaviour (Ajzen, 1991), reasoned action (Fishbein and Ajzen, 2011), and 
persuasive knowledge (Nelson, Wood and Paek, 2009) have been used in 
the past literature which can help in the understanding of the how the 
digital media activities can play a role in developing brand credibility and 
intentions to buy the brand. For example, the persuasion knowledge 
theory indicates that consumers can generate negative behaviour as well 
as an attitude toward the advertising message if they evaluate that the 
message is manipulative (Nelson, Wood and Paek, 2009). This theory has 
been used in the research articles like the study by Weismueller et al. 
(2020), which explain how persuasion knowledge can impact the 
consumer mindset and evaluation of social media influencer credibility 


and decisions towards the purchase of the brand. 


Section 2: Instruments and Conclusions 

2.1. Instrument 

The method which has been selected for the evaluation of the research 
question is the quantitative method. This is because they can help in the 
collection of a larger sample size so that the results can be generalized. 
For example, Ki and Kim (2019) conducted a study in which 395 
consumers on social media were taken who responded about how 
influencer endorsement help in persuading them. Jansom and 
Pongsakornrungsilp (2021) also conducted a survey analysis, including the 
survey data from over 400 millennials, to review how influencer 
endorsements on social channels can foster intentions to purchase. 
Hernando and Martin-De Hoyos (2022) had a larger sample size which 
included 603 users of Instagram from generation z and y. The variables 
included credibility and purchase intention, but the platform used to 
provide the findings was only Instagram which raises issues related to the 
generalizability of the findings. All these studies had larger sample sizes 
which helped in generalizing the findings. The instrument that these 


studies used were the survey questionnaire which is why this research will 
also be using the same instrument to conduct the research. The survey 
will be filled by over 600 participants from the UK who have social media 
presence on Instagram, Facebook, and Twitter. These participants will be 
millennials or generation Z consumers. 


The survey has been attached in appendix 2. The items of the 
questionnaire have been adapted from the study by Weismueller et al. 
(2020), which evaluated the impact of social media influencer marketing 
on purchase intentions. Taking the items of the survey from the past will 
help in making the instrument more valid and reliable as it has already 
been tested. The credibility of the influencer has been taken under 
consideration which included the variables like source expertise and 
source trustworthiness. Weissmuller et al. (2020) argued that these 
factors helped in understanding the credibility of the influencer. These 
variables will help in answering how the credibility of social media 
influencers can impact the purchase intention of the consumer. The 5- 
point Likert scale has been used to record the answers. 


The online questionnaire will be displayed after the participants are given 
the scenario in which an influencer will be endorsing the hair care product. 
The profile of the influencer will also be displayed in which standard 
followers and several other endorsed products are displayed. The survey 
will be filled out after the participants will evaluate the scenario. 


2.2. Conclusions 

As discussed previously, the study will be making use of a quantitative 
method which can be useful in terms of many ways. For example, it can 
help in the collection of a larger sample size which will help to improve the 
generalizability of the finding of the present study. Besides, an online 
survey will help to widen the scope of the research by taking the data 
from the locations that the researcher can not visit. The online 
questionnaire will be shared with the help of Survey Monkey, which is also 
a very suitable website to send the data. 


10 


While there are many benefits of the online survey, there can also be 
some challenges. The online surveys are very anonymous, which is why 
the researcher will not be able to authenticate who has filled out the 
survey. The initial screening process will be added for that purpose to 
make sure that the right participants are providing the responses. There 
will be two questions appearing at the start, and if the answer to these 
questions is "yes," the further data collection process will be started. For 
example, the questions like "Is your age between 18 to 35?" and "do you 
watch influencer-endorsed products?" will be used as major questions in 


filters. This will help to get the right samples from the current instrument. 


The instrument has also been made very simple and precise, which means 
that it will not take much time for participants to finish it. This will help in 
retaining the focus of the participants in the process. The questionnaire 
also includes questions related to influencer credibility and purchase 
intention, which are the exact variables that need to be tested to answer 
the research question. 
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Appendix 2: Questionnaire 
Demographic information 


Age group 

1) 18 to 22 

2) 23 to 26 

3) 27 to 31 

4) 32 to 35 
Qualification 

1) High school 

2) College/Diploma 

3) Graduation 

4) Post-graduation 
Variables 
Purchase intension 


1. | can buy a product from the company X 


2. Strongly 3. Disagree 4. Neutral : 6. Strongly 


disagree Agree 


2. Strongly : ; 6. Strongly 


disagree Agree 


3. |am interested in buying the product of the company X 


2. Strongly 3. Disagree 4. Neutral 5. Agree 6. Strongly 
disagree Agree 


17 


Source Credibility 


1. Source is expert 


2. Strongly 3. Disagree 4. Neutral . Strongly 
disagree Agree 


2. Source is experienced 


2. Strongly 3. Disagree 4. Neutral . Strongly 
disagree Agree 


3. Source is knowledgeable 


2. Strongly 3. Disagree 4. Neutral . Strongly 
disagree Agree 


4. Source is qualified 


2. Strongly 3. Disagree 4. Neutral . Strongly 
disagree Agree 


5. Source is skilled 


2. Strongly 3. Disagree 4. Neutral . Strongly 
disagree Agree 


6. Source is trustworthy 


2. Strongly 3. Disagree 4. Neutral . Strongly 
disagree Agree 


7. Source is dependable 
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2. Strongly 3. Disagree 4. Neutral 5. Agree . Strongly 


disagree Agree 


8. Source is reliable 


2. Strongly 3. Disagree 4. Neutral 5. Agree . Strongly 


disagree Agree 
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Section 3: Research Dissemination 


3.1. Relevance and audience 

The findings of the present study can be suitable for many types of 
audiences. For example, the study can provide implications for the 
content providers or influencers on the platforms like Instagram, 
Facebook, and Twitter. It can help in providing a suggestion of how 
expertise, trustworthiness, and other aspects can be considered by the 
consumers so that they can increase their purchases of the product that 
are endorsed by these influencers. Other than this, it can also be said that 
the influencers can use the findings to make improvements in their 
profiles and change their strategies which can help to improve the 
influence on the people. 


Another type of audience that is best suited to benefit from the findings of 
the study is the managers of hair care brands. These managers can 
evaluate the credibility factors which are viewed by the consumers so that 
they can choose the right influencers for their brands. This will help in the 
generation of more sales leads for these haircare brands. Thus, it can be 
said that this study will provide important findings for many stakeholders 
in the market. 


3.2. Communication of research 

There is also a need to consider the strategies for the dissemination of the 
findings of the research. It has already been discussed that the audience 
that will benefit from the findings will be the influencers and the managers 
of the hair care brands. Therefore, the platform in which the information 
can be read easily will be chosen. | have considered the use of blog posts 
for that purpose which are of easy access for the managers and 
influencers. These blogs can be displayed on renowned websites or social 


media. 


Besides, the managers can also find information on the research articles, 
which is why the findings will also be displayed in the form of an article in 
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a journal. The marketing journal will be chosen on which the research 
related to social media strategies is already present. 


A YouTube lecture will also be provided in which the study will be 
explained, which can also be easily accessible. This will include the display 
of findings in English. As the present study is applied in the UK, the native 
UK English language will be used for communication. 
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